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INTRODUCTION 
The intent of this thesis is to study the com-
mercial banks in the state of Connecticut and to compare 
their approach with progressive banks outside Connecticut 
which are active in initiating changes in their relation-
ships with the customer. We hope to point up ways of re-
vising or modifying their present seemingly stagnant and 
overly-conservative policies in bank-customer dealings. 
Connecticut is one of the most progressive states 
in the Union and has the highest per capita income in the 
country. However, the banking industry in Connecticut is 
just now beginning to realize some of its own potential. 
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For years, it has been a strong believer in the traditional 
frock-coated, cold, and impersonal way of treating the 
public. The conservative approach has been the norm with 
loans on appliances and cars, drive-in banking, unsecured 
loans, and appealing looking branches and offices. Tradi-
tionally Commercial Banks have not been noted as being 
competitive, since originally there was no competition to 
speak of, and bankers could do much as they pleased with the 
customer remaining in a take-it-or-leave-it position. Re-
cently changes have occurred. Savings banks have extended 
themselves, financing companies have entered into competi-
tion, and more progressive banks have opened their doors. 
Now the banks must offer more interesting sales features to 
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attract customers. For this reason commercial banks went into 
more active competition for auto loans, time sales, and have 
added or are adding "free" life insurance and disability in-
surance on personal loans. 
We are intensely interested in the image that banks 
have created with the public, and also how this possibly un-
favorable picture may be changed. Do people feel that banks 
are in general dark, forbidding places inhabited by a 
special ·breed of person whose sole purpose in life is to 
make large sums of money from people who must make use of 
their service ? Granted many bankers at one time subscribed 
to a code similar to this; however, the bankers of today 
have changed, as have their institutions. They now realize 
that service to the public is necessary and vital. This is 
what the bankers must make clear to the public -- that 
banks have a new outlook, one of serving people and the 
community. They are confronted with the task of determining 
people's thoughs of banks, and then converting these 
thoughts to more favorable images. 
For the purpose of making the entire study more 
clear and understandable, it would be well to first define 
what is meant by "commercial" bank, what is done by a com-
mercial bank, and how a bank of this type differs from 
various other financial institutions and businesses. 
A commercial bank is first a "full service" bank 
or one which offers all commonly accepted banking services. 
It specializes in making loans, offering checking accounts, 
accepting savings deposits, and selling or giving various 
other miscellaneous services. This great array of charge-
able services is offered only by commercial banks, both 
National or State chartered. All other banks, financial 
institutions, and small loan licencees (fin~nce companies) 
may then be called "special purpose organizations". These 
institutions and organizations are treated in greater depth 
in a following chapter dealing with competition. 
We can see from general knowledge that there is a 
definite overlapping in regard to deposit and loan business. 
However, there is no competition with checking accounts, and 
the competition with other services is somewhat limited. 
Let us look further at some of the aspects of marketing the 
services of a commercial bank to the consumer. 
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UNDERCURRENT 
Pending investigations by Representative Wright 
Patman (Democrat -- Texas), Chairman of the House Banking 
Committee, concerning possible or suggested interlocking 
directorates of Hartford banks and insurance companies merits 
consideration at this point. Representative Patman suggests 
that as a result of insurance executives serving on the 
Boards of Directors of the Hartford National Bank and the 
Connecticut Bank and Trust Company, "collusion" may be in-
volved in the setting of interest charges and payments and 
also in determining the degree of competition practiced. He 
suggests that the banks' and insurance companies' joint use 
of leaders leaves a great deal to be desired regarding fair 
practices and legal c ompetitive policies. Could actual re-
straint by i nsurance companies be responsible for Connecticut's 
banks growing at a slower rate than might be expected? 
Representative Patman discloses that one local 
insurance company owns 4.5% of the stock of the Hartford 
National Bank (the largest bank in the state) and the same 
company owns 4.4% of the stock of the Connecticut Bank and 
Trust Company (the second largest bank). About 20% of the 
stock of both banks is owned by various insurance companies. 
In addition, both banks have on deposit considerable amounts 
of money from the same previously mentioned insurance company. 
Does being a large stockholder with large amounts on deposit 
and officers on the Board of Directors give an insurance 
company special privileges regarding setting of policy? 
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Since insurance companies are the largest industry 
in Hartford, it seems logical that they may flex their muscles 
and exert some pressure. However, if this is true, is it 
legal? Chairmen of the Boards of the Hartford National Bank 
and the Connecticut Bank and Trust point out that it is 
entirely logical for local business (in this case, the banks) 
to call upon the leaders of other large local businesses 
(i.e., insurance companies) to aid them on their Boards of 
Directors in an advisory capacity. This, they say, is not 
surprising, unexpected, or illegal. They deny any collusion 
or attempt at setting or restricting interest charges or 
competition of Hartford's banks. However, can the possibility 
of "conflict of interest" or preference to insurance inter-
ests be entirely dismissed because of statements of the 
involved parties? From the preliminary information given at 
this point, it is difficult to offer a valid decision. The 
results of the investigation may or may not show truth in 
the rumored or suggested interlocking and restraining prac-
tices supposedly employed by the ~tate's two largest banks 
and insurance companies. Whatever the final outcome may 
bring, it might be advisable to keep in mind while consider-
ing this study the statements and accusations which have been 
made by Representative Patman, with the thought that if they 
were true, they would have a detrimental effect on the 
competitive positions of the state's banks. 
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PRODUCT 
In general the products of the banking business may 
be collectively grouped under the headings of money-services 
and other-services. The category of money-services includes: 
1. Handling Money 
a. Accumulation (deposits, savings accounts, 
certificates of deposit, special club 
accounts. 
b. Payments (bank credit, checking, check 
cashing, coin and currency) 
2. Creating money by loaning (essentially the 
loaning of deposits) 
3. Loaning existing money (loaning or arranging 
to loan for others) 
Under the heading of other-services would be found: 
1. Handling Securities 
a. Debt securities (mainly Government 
securities) 
b. Equity securities (agency) 
2. Managing Assets for Others 
a. Trustee for Handling Assets (Administrator-
ships, trusts, etc.) 
b. Custodian for Assets (depository, agency, 
safe deposit rentals, etc.) 
3. Information and Counselling 
4. Travel Arrangements (optional) 
7 
As can be readily seen, even the general headings 
of the marketable services of commercial banks are stagger-
ing. Naturally not all of these services can be mass marketed 
since many are required or can be used by only a rather re-
stricted group. The selling of many of these services neces-
sitates special professional direct attention geared to the 
particular customer or prospect. 
Therefore the services generally marketed to the 
public include the following. 
1. Checking Accounts 
2. Deposit Facilities 
a. Savings Accounts 
b. Special Purpose Accounts -- vacation, tax, 
or Christmas Club 
3. Loan Facilities 
a. Home Mortgages 
b. Home Improvement Loans (no mortgage) 
c. Personal Loans (including Installment Loans) 
d. Automobile Loans 
e. Special Loan Programs ("Instant Money" --
The customer can write checks up to a pre-
determined amount but will not be charged 
interest until money is used.) 
4. Trust Department -- Advice and Management 
5. Miscellaneous Services 
a. Safe Deposit Facilities 
b. Travel Arrangements (optional) 
c. Sale of Traveler's Checks 
d. Sale of u. s. Government Bonds 
e. Free "Attraction" services (Auto License 
applications, tax forms, Notary Publics) 
The services listed above are those that produce 
the income for the bank from the general public. A break-
down of charges here will help to answer some questions 
which otherwise might arise later. 
Checking Accounts -- Most Connecticut banks offer 
two types of checking accounts. 
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1. Regular -- The charge for this account is 
figured by formula and is dependent upon the amount of money 
in the account, the number of deposits made, and the number 
of checks written. If the balance is high enough, and the 
activity is fairly low, there may be no charge for the account. 
2. Special -- The charges on this type of checking 
account are 10¢ per check and 25¢ per month or 15¢ per check 
with no monthly charge. No minimum balance is required and 
the charges are always the same per check. 
The reason for a regular checking account allowing 
a "credit" against check charges is that, if enough of a 
balance is kept in the account, the bank has an excess avail-
bility of cash, a portion of which can be loaned to bring 
additional income. Usually special accounts have low balances 
and therefore are costlier to handle . 
Deposits and Loans -- Deposits are used for the 
careful loaning (and investing) of the funds placed in 
savings and other accounts. These funds are accepted for 
deposit at an interest rate of 3!% - 3 3/4% for savings 
deposits to 4!% on time certificates of deposit. They are 
then loaned at rates varying from 4 3/4% to just under 20%. 
Current rates for various types of loans in Connecticut are 
shown below. 
LOAN TYPE 
Home Mortgage 
Home Improvement 
Personal Unsecured 
Personal Secured 
Instant Money 
Time Secured by 
a. Savings passbook 
b. Securities 
c. Life Insurance 
Unsecured Time Loan 
Automobile Purchase - New 
Automobile Purchase - Used 
-
RATE 
5t% to 6% 
$6.00 per $100. added on 
$6.00 Discounted 
$5.50 Discounted 
1% per month on unpaid bal. 
4 3/4% 
5% (to 60% of market val.) 
5% (to cash surrender val.) 
6% 
$5.00 per $100. add on (direct 
loan from bank to customer) 
$5.50 to $6.50 per $100. add 
on (through dealer) 
$6.00 per $100. disc. (direct) 
Up to $9.50 per $100. (dealer) 
On all time loans, there is a minimum charge of $8.00. This 
minimum charge does not vary with the amount. On installment 
loans, the minimum charge is $10.00. 
Source: Connecticut Bank and Trust Company, Hartford National 
Bank and Trust, and First National Bank of Chicago. 
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Many of the services shown are either the same or 
very similar to those that have been offered by banks for 
years. However, in recent years, banks have initiated new 
services or have modified existing ones to serve the customer 
more efficiently and conveniently as well as to become more 
competitive. In the area of loans we find more liberal 
granting of money as well as new plans for making loans 
easier to obtain, such as "Instant Money", a plan used by 
the Connecticut Bank and Trust. Hartford National Bank also 
has a "Check Credit" plan which follows the same idea. These 
are plans by which the customer arranges a loan with the bank 
for a set amount. He is then given a checkbook from which he 
can issue checks up to the amount of the loan. An interest-
ing feature of these plans is that the customer is not 
charged for the loan until he issues checks, and he will 
then only be charged interest on the unpaid balance of the 
amount used. 
Personal and installment loans, although not new 
services, are granted for everything from appliances to 
medical expenses. Automobile loans have been extended up to 
36 months for the purchase of a new car. Other loans may be 
granted for any reason, -with the bank accepting anything 
like life insurance, marketable securities, or a savings 
account passbook as the security. Loans are also granted on 
personal reputation, with no security required. 
Charge credit has become a profitable item for 
.1..1. 
many banks. In others it has been a spectacular failure, 
and in still others, has simply withered and died. The Bank 
of America has its Bankamericard which is a widely accepted 
credit card in California. It can be used for the purchase 
of food, drink, gas, and lodging; can be used for identifica-
tion at all Bank of America branches; and can be used to 
obtain small loans from any branch. 1 Bank of America's Vice 
President Alfred Zipf says, "Our plan has been increasing in 
every respect -- card holders, sales, dollar volume and 
profit."2 Vice President John Riggall of Atlanta's Citizens 
and Southern Bank said,'~e have a credit plan in eight cities 
and are in the black in every city.n3 
In some areas the acceptance of the charge plans 
has been considerably less than spectacular. New York's Chase 
Manhattan Bank instituted such a plan and had 6,600 outlets, 
but never got out of the red. Executive Vice-President 
George A. Roeder, Jr., claimed that he needed only two or 
three big stores to break even. He did not get them, 
possibly since the big stores preferred to do their own bill-
ing and to mail ads with their bills. Early this year Chase 
Manhattan threw in the towel and offered the charge plan 
for sale.4 
1 Raymond H. McEvoy, Chief of Market Research Section, Bank 
of America 
2 "Throwing in the Sponge", Forbes Magazine, Vol. 89 #3, 
February 1, 1963, Page 15 
3 Ibid 
4 Ibid 
At least one large bank in Conne ticut attempted 
a plan similar to that of Chase Manhattan and the Bank of 
America. The difference was that, unlike the Bank of America, 
the local bank purchased the accounts receivable from the 
merchants at a discount. The bank would then take care of 
billing and collecting the account. Unfortunately for the 
bank, the merchants only sol d their weak or doubtful accounts. 
Good accounts were returned and collected by the merchants 
themselves. The high number of "bad" accounts acquired by 
the bank defeated the plan, and it had to be discontinued. 
Here we see essentially the same plan being every-
thing from very successful down to a complete failure. Is 
this due to the particular area, the plan itself, its admin-
istration, or a combination of these and possibly other 
factors? 
Various other new services instituted include: 
l. Bank by Mail -- Depositing funds without going 
to the bank. 
2. Travel Arrangements -- A recently resurrected 
service again allowed by the Comptroller of 
Currency. 
3. "Free" or Absorbed Life Insurance on Many 
Kinds of Loans. 
4. Instant Earnings on Savings Deposits -- This is 
a different method of computing interest, 
figuring it from day of deposit to day of with-
drawal rather than quarterly or semi-annually. 
This has been the picture on present day services 
of Connecticut's Commercial Banks. Let us look now at the 
publicizing of these services. 
PUBLICIZING SERVICES 
In Connecticut, as in many other places, the main 
ways of publicizing services of banks are: 
1. Radio and television 
2. Newspapers 
3. Private printed material ("Stuffers") 
4. Personal Contact 
Considering the limitations of the personal contact 
aspect of bank publicity, the first three means are by far 
the most used and most all-encompassing. Usually the ser-
vices advertised on radio and television are checking ac-
counts, loans of all kinds, and savings accounts. The 
majority of the announcements are just spot reminders, but 
regular use is made of news broadcasts and television weather 
shows. A novel advertising medium is now being tried by the 
Connecticut Bank and Trust (in co-sponsorship with a public 
utility and an insurance company) -- The Hartford Weather-
phone. This is a telephone weather report which carries a 
commercial as part of the report. The three sponsors take 
turns presenting their messages on different days. Since it 
was inaugurated recently, it is still too early to judge its 
effectiveness as an advertising medium; but presently it 
appears to be well-taken. 
Newspapers are also a widely-used medium for pub-
licizing the services of Connecticut's banks. Advertise-
ments vary from full-page image building spreads to 4" by 
8" insertions stressing a particular service of the bank. 
Services usually stressed are checking accounts, loans for 
various purposes, savings accounts, and home mortgages. Each 
of these services can be covered in more detail in newspapers 
than is possible on radio or television. Considering this 
coverage, coupled with the mass distribution of the news-
papers, this medium appears to be possibly the strongest 
available to the bank. 
Private printed material ("stufferstt and explanatory 
leaflets) apparently have some effect, but they are critically 
limited as far as area and breadth of distribution are con-
cerned. The reasons for this limitation are headed by the 
fact that this material is only sent to customers and is 
usually available only in the bank lobby to walk-in customers 
or prospects. 
Personal contact is a promotional means which has 
a high rate of return, but is seriously limited in the number 
of people who can be reached. Personal contact can be 
categorized into two· types officer calling program and 
teller sales program. 
The officer calling program is mainly geared toward 
gaining additional "business" accounts, but is also used to 
obtain new personal accounts either from the people contacted 
for business accounts or from other people whose accounts 
would be profitable to the bank. It operates on the personal 
selling approach and attempts to individually win each customer 
rather than trying to attract them through other means. 
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The second personal contact method is based on the 
fact that tellers see the majority of present bank customers 
and therefore would be in a position to sell present customers 
additional services. In 1959 the Wachovia Bank and Trust 
Company of Winston-Salem, North Carolina, instituted a t e l -
lers selling program. Three hundred and fifteen tellers so-
licited 54,000 present customers in the bank. "From these 
solicitations, they and the contact staff . sold 21,000 new 
accounts and additional services for a selling average of 
38 per cent."S The Bank of America has found that its tellers 
selling program has been well-accepted by its teller s, espec-
ially since they have been put on a merit program, rewarding 
them in cash for success in selling. 6 Many banks using the 
teller selling program begin to sell customers when they 
first start with the bank at the new accounts desk. If a 
person comes in to open a checking account, he is a target 
to be sold a savings account, a safe deposit box, or some 
other banking services to those who would otherwise be single 
service users. Other in-bank sales can be made by Loan 
Officers to loan customers. They may try to sell various 
additional banking services when they have the opportunity 
to talk for a few minutes with the customer. 
Now that we have considered the product and its 
publicity, let us look further into the marketing of banking 
services to the consumer. 
5 "New Business Right in Yonr Lap", James H. Newbury , Banking, 
Volume 53, #7, January 1961, Page 71. 
6 Raymond H. McEvoy, Bank of America 
1./ 
THE CUSTOMER 
Banks' customers fall into five general categories: 
1. Deposit only 
2. Loan only 
3. Checking Account only 
4. Other service only (travelers' checks, advice) 
5. Combination of two or more kinds 
Unless a customer falls into the last category, he 
is not as profitable for the bank as he potentially might be. 
Even if he is using two or more bank services, he may be a 
prime market for one or more additional services. 
The "deposit-only" customer supplies the bank with 
a necessary factor -- additional money that can be used for 
loans or investments. However, the cost to the b ank is 3i% 
to 3 3/4% interest. If the customer r~mains a "deposit-only" 
account, the bank continues to pay him, rather than being 
able to profit from him directly through chargeable services. 
Thus it would be more beneficial if he could be sold additional 
bank services. 
The "loan-only" customer is more profitable than 
the "deposit-only" customer since he is paying interest from 
4 3/4% to pos-sibly 20% depending on the type of loan, se-
curity offered, etc. However, the f ull potential is not be-
ing realized if he remains in this category. He still 
remains in the market for a checking account, safe deposit 
box, and even a savings account. 
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The "checking account-only" customer may or may not 
be profitable to the bank. Since there are two kinds of 
checking accounts available, there are two ways of calcula-
ting service charges. In the regular checking account (the 
most common kind) the charges are usually figured as follows. 
TYPICAL SERVICE CHARGES FOR REGULAR CHECKING ACCOUNTS 
Credit Allowance - 15¢ per $100. of available collected balance 
Monthly Activity Costs: 
Each check paid 
Each deposit made 
Each check in a deposit 
Maintenance of account cost 
EXAMPLE OF MONTHLY CHARGES 
8 cents 
10 cents 
lt cents 
60 cents 
An account with an available balance of $500. 
during a month had 15 checks paid and made 2 deposits consist-
ing of 4 checks. 
Checks paid, 15 @ 8¢ $1.20 
Deposits made, 2 @ 10¢ .20 
Checks in deposits, 4 @ lt¢ .06 
Maintenance of Account cost .60 
TOTAL ACTIVITY COSTS $2.06 
CREDIT 5 x 15¢ .75 
CHARGED TO ACCOUNT $1.31 
In the regular checking account above, the bank earns $1.31 
for the month's service. Other banks' formulas may vary 
slightly, but the end result will be the same except for 
1 or 2 cents. 
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The second type of checking account available is the 
Checkmaster, a plan intended for low-activity accounts. Its 
charges are figured at a flat 10¢ per check, with an additional 
25¢ per month activity fee. There is no charge for deposits, 
nor credit for money in the account. 
EXAMPLE OF CHECKMASTER CHARGES 
Checks paid, 5 @ 10¢ 50¢ 
Activity charge 25¢ 
TOTAL COST 75¢ 
Thus in the above example the bank earns 75¢ for the month's 
service. 
The "checking-account-only" customer is a prime 
market for additional services of the bank. He may be sold 
a savings account, safe deposit box, a loan, or even several 
services. If he is neglected, a good source of increased 
income is being overlooked. 
The "other-service-only" type of customer competes 
with the "deposit-only" customer for being the least profit-
able type. This kind of customer may only rent a safe 
deposit box, buy traveler's checks, Government bonds, or just 
come in for advice. He can be a potential user of many bank 
services, and simply needs to be exposed to the need for him 
to use them. 
The multi-service user is usually the most desir-
able. He may have a checking account, savings account, safe 
deposit box, and possibly a loan all at the same time. The 
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bank then gains income from several sources from the same 
person. This, then, is the goal to be sought of each 
customer. 
One way of discovering additional characteristics 
and information about customers and potential customers is 
through market research. Since 1958, the Stonier Graduate 
School of Banking at Rutgers University has stressed market 
research for banks. As a result the American Bankers Associ-
ation has published a booklet for its members, "Customer 
Analysis, A Profit Building Tool", which proves to bankers 
that analysis of markets is neither too expensive nor too 
complex for any bank. The booklet emphasizes that it is by 
no means a cure all, but it should "cut down the area in 
which a manager could make a wrong decision."7 It is also 
stressed that it is not something that can be done once and 
then be forgotten, but must be continued to be effective. 
Several banks were selected for pilot runs for 
the booklet's method and some of the surprising results are 
as follows. One bank found that it had 10,000 potential 
customers, but actually had checking accounts from only 49% 
and savings accounts from only 17% of their share of the 
total market. The figures. are contrasted with 65% and 45% 
respectively, which had been the case some years before.8 
The results of this research pointed up the need for new 
7 "Gul.de to Better Market1.ng by the Country Banks " , Arthur 
van Vlissinger, Burroughs Cl earing House, February 1961, 
Vol. 45 #5. 
8 IBID. 
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business promotion to pull the particular bank from the 
slump it was in. 
Another bank's study showed 6 town customers for 
1 farm customer although the trade area held four times as 
many rural residents. An advertising program geared to the 
farmers showed "excellent results".9 
Many banks are now following the lead of business 
and industry to use market research to discover more about 
their customers, their prospects, and their image. One 
New Jersey bank has found a high degree of success through 
customer satisfaction by stressing new services,conveniences, 
and by being more progressive than the other banks of the 
city. 10 
9 IBID. 
10 "Applying Business Principles to Banking", Burroughs 
Clearing House, Mary G. Roebling, September 1961, Vol. 46, 
No. 12. 
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APPROACH TO CUSTOMER 
INDIRECT -- The indirect approach is that which is 
not aimed at a particular customer or prospect personally, 
but is aimed at the total market collectively. Into this 
category fall the general headings of advertising and publi-
city. Most bank advertising appears in the media of news-
papers, radio and television, private printed material (stuf-
fers), transit cards, billboards, and various less important 
means. The main purpose of this type of advertising is to 
keep the bank in the forefront of peoples' minds, create a 
favorable image, explain or stress services, and motivate 
the prospect to make use of a particular bank's services. 
The most common and most relied upon media are 
the local newspapers and radio-television. Advertisements 
in newspapers usually stress common services such as check-
ing accounts, home mortgages, and various types of loans or 
they may seek to show the public that "X Bank and Trust 
Company" is a necessary and valuable segment of everyday 
community living. Some banks now publicize their trust 
departments, emphasizing that everyone has a definite need 
for planning for his family's future should something 
happen to the head of the household. A key factor in prac-
tically all newspaper ads is the "logo" or corporate symbol 
by which people are supposed to be able to readily identify 
a particular institution. Connecticut Bank and Trust Co. 
utilizes the three letters. of its title, C B T -- Creating 
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a Better Tomorrow, while the Hartford National Bank stresses 
"Leadership since 1790" with a free form symbol. Charter Oak 
Bank emphasizes its security by identifying with the State's 
historical Charter Oak Tree in which the State Charter was 
hidden to protect it in pre-Revolutionary times. 
Radio and television advertising is of two types: 
spot announcement and program sponsorship. The former is 
simply either a reminder of the bank in general or is to 
stress one particular service . The program sponsorship is 
usually a news or weather show at a regular time spot. The 
main advantages to this type of advertising are: 
l. The name of the bank is constantly before the 
public. 
2. Dif ferent services can be publicized each night. 
3. A service is given to the public, helping create 
the desired image. 
4. Programs of this type reac h wide audiences at 
one time. 
One local bank has apparently achieved good annual results in 
the radio and television co-sponsorship (with an insurance 
company) of the Insurance City Open, a highly publicized and 
important golf championship. Attractions of particular 
interest such as the I. C. o. can be used to advantage by 
banks. However, many such events may not lend themselve to 
bank sponsorship. Examples of poor attractions would be 
horse racing, boxing, and wrestling due to both the people 
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that they would attract as viewers and to the opposition that 
many may have against them. Needless to say , sponsorship of 
programs more controversial than news or weather may bring 
results opposite to those desired unless considerable care is 
taken in weighing all possibilities of the outcome. 
Private printed materials (statement stuffers), 
transit cards, billboards, etc., all produce some benefit for 
the advertiser. Their effectiveness is dependent upon many 
factors varying from location, design, and color, and also 
including uncontrollable contingencies such as prospect mind 
set toward the institution, poor time of reception of 
material, or even just a dislike for the particular piece 
of advertising. 
DIRECT The direct approaches to the customer 
are aimed at the particular prospect personally. This is 
carried out by personal contact, point of service merchandis-
ing, special conveniences offered, and in some cases use of 
direct mail advertising. 
Personal contact with customers or prospects is 
carried out by either an officers' calling prograro or a 
staff selling program. The purpose of both is the same 
to increase business through selling more services either 
to present customers or to new prospects. The dif ference 
lies mainly in the method that is employed. The officer 
calling program is aimed at gaining new or additional ac-
counts from either present customers or other prospects who 
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are visited by the bank's officers. Generally these pros-
pects must be in a position to open a fairly sizeable account 
to justify personal calls. The figures used as mintmums vary 
from $5,000. to $10,000. available to be put into an 
account.ll/12 
In an officer calling program there are three sepa-
rate types of calls to be made: 
1. Present customer to thank him for current 
business and to make certain he is satisfied. 
2. The present customer who is a prospect for 
additional services. 
3. The prospect who is not doing any business -
with the bank.l3 
Each is equal in importance since all of these areas are 
fertile potential markets for a bank. The necessary factor 
to a successful calling program is maintenance of interest, 
both on the part of the prospect and the officers. Loss of 
interest is the major reason for failure and negligence of 
a calling program. Other things that undermine a calling 
program are: 
1. Low pressure approach 
2. Calls just for the sake of statistics 
3. No follow-upl4 
11 Rhode Island Hospital Trust Company 
12 Bank of America, Connecticut Bank and Trust Company 
13 Crouch, Jordan J., "Officer Calls Mean More Business", 
How to Get More Business For Your Bank, Financial Public 
Relations Association, 1960. 
14 Gearhart, Ernest G.,Jr., "Calling for More Business", 
How to Get More Business For Your Bank, Financial Public 
Relations Association, 1960. 
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As can readily be seen, the above factors can be the begin-
ning of doom for an otherwise successful program. By removal 
of these defeating elements, an officers' calling program can 
be dynamic and realistic. The key to the solution of this 
problem is the institution of a well-organized program geared 
to the objectives desired, rather than a slipshod, free-for-
all approach. 
Staff selling in banks is aimed at present customers 
in an attempt to have them use additional services. It is 
set up on the principle that the majority of customers see 
tellers more often than anyone else in the bank. The teller 
is, therefore, the obvious one to sell additional services 
to the customer. The results of programs of this type have 
been very rewarding from the point of view of increased 
sales. (See chart.) 
TELLERS' SALES RESULTsl5 
LOCATION SIZE STAFF INCREASE IN 
(MILLIONS) ACCOUNTS 
South $250 85 5,000 
West $ 26 25 100 
East $399 373 2,219 
East $130 170 3,500 
West $ 56 65 1,800 
15 Newbury, James H., "Staff Sales Training for More Effective 
Business Development", Financial Public Relations Associ-
ation. 
"J./ 
Another bank in an Eastern state reported a high increase in 
its account by staff selling efforts involving 315 tellers in 
1959.16 Of 54,000 customers contacted in the bank, 21,000 
new accounts were opened, which means that one out of three 
contacts resulted in selling additional services. 
Some opportunities to sell occur when a customer is 
using another service. Typical chances to increase the number 
of accounts are as follows: 
l. When a person buys a bank money order, perhaps 
he could be sold a checking account. 
2. If a vacation trip is mentioned, the person 
might be a customer for travelers' checks to 
safeguard cash and a safe deposit box to 
protect valuables. 
3. When mortgage papers are completed can be 
the time to sell a safe deposit box for the 
papers and a savings account to accumulate 
deposits. 
4. When a payment is made in cash, it might be 
the time to suggest a checking account for 
convenience in paying bills. 
5. If a savings account is overactive, sell a 
checking account. 
6.. When a loan is being made is a good time to 
try for additional business.l7 
16 Wachovia Bank and Trust Company,Winston-Salem,North Carolina 
17 Anderson, John R., "You Train Your Staff For H!", How to 
Get More Business for Your Bank, Financial Public Relations 
Association, 1960. 
The Chicago City Bank and Trust Company is one 
example of an institut~on which rewards its staff for sales 
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of new business. It incorporated the incentive pay plan to 
increase business and to meet new costs. Since its incep-
tion in 1962, the plan has been beneficial both to employees 
and to the bank, and it will apparently be continued.l8 
Into this section also falls point of service 
methods of motivating customers. Usually, for a person to 
purchase something, it must be a necessary or pleasant item 
or service. Banks are realizing that the way to increase 
business and sell additional services is to make banking 
more pleasant and acceptable to people. There is a certain 
amount of necessity in banking, granted. However, for the 
additional services banks must sell, there is also the need 
for appeal to the prospect. Could this be one of the major 
reasons for new and inviting-looking buildings that banks 
move into every week? Henry Dreyfuss, the leading designer 
of buildings and corporate profiles for banks, strives for 
all buildings to have a similarity, but not be alike.l9 
One reason for this is to keep a corporate profile in front 
of the public and to have them recognize all buildings of 
a particular bank as belonging to that institution. His 
designs are inviting, open, and light, as opposed to the 
18 Engels, w. Norbert, " Bank and Staff Prosper When Incentive 
Sales Plan Replaces Bonus", Bulletin (of the Financial 
Public Relations Association, October 1962, Vol. 47, 
No. 11, Page 652. 
19 Kraybill, Richard L., "Are You Putting Your Bank in Focus?" 
Banking, March 1962, Vol. 54, No. 9, Page 58+ . 
older concept that granite fronts expressed security and 
safety. 
Many banks attempt to make the customer as satis-
fied as is possible by offering time savers and conveniences 
not previously available. One specific area that has been a 
particularly annoying part of banking for many people is the 
seemingly unending standing in line that appears to be so 
much a part of many banks. Now, however, the more progres-
sive and customer-conscious banks do all that is possible 
to make a person's wait short. Additional tellers are used 
along with machines and special electronic equipment to 
speed up the usually slow process of banking. 
The drive-up window and the drive-up office are 
probably two of the most appreciated innovations of recent 
years. With the drive-ups, a customer can transact most 
bank business right from his car. The drive-up office is a 
natural outgrowth of the drive-up window. It is a new ap-
proach and has not been in operation for too long. In 
several places (mainly the South and West) drive-up offices 
have been opened using several windows and looking not un-
like a series of turnpike toll booths. Their success cannot 
be questioned, since additional facilities of this type are 
now being opened. 
One approach which is not being used too extens-
ively 1n Connecticut, but is a successful feature of a 
Rhode Island bank, is direct mail to new people in the 
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area. Rhode Island Hospital Trust Company sends a letter to 
new residents of an area welcoming them and telling them of 
the location of the nearest branch, its services and conveni-
ences, and invites them to stop in. The number that do stop 
in to the bank because of the letter is worth the effort 
expended. 
In some areas, giveaways and premiums are used 
extensively to win new savings accounts. Seldom, if ever, 
is this method employed by commercial banks in Connecticut, 
but is usually limited to Mutual Savings Banks and Savings 
and Loan AssociAtions. Many bank officers feel that give-
aways have gotten out of hand. However, one New York bank 
obtained 5,600 new accounts at a cost of $3.00 each and is 
"quite pleased with the results obtained".20 
One factor that banks stress more now than ever 
before is that of customer satisfaction. To make it easier 
for the customer to bank, some institutions are remaining 
open during evening hours when neighboring stores are open. 
In general, this is not done on a bank-wide basis -- only 
certain branches have evening hours and are generally enjoy-
ing a good degree of success. On the other hand, Saturday 
bank hours were tried in at least one of the branches that 
now offer evening hours, but the results were far from 
encouraging. Glittering generalities such as "night banking 
is greatly successful" and "Saturday hours will increase 
20 Franklin National Bank 
business" simply are not justified. The only way to deter-
mine success or failure of these plans is to initiate them --
and hope for the best. 
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IMAGE 
Possibly the strongest factor working against banks 
in Connecticut is the image which people have formed. People 
are affected by several segments of a bank, among them: the 
bank building, its personnel, bank attitude, and finally costs 
and services. If we look deeper into each of these categories, 
we may recognize many feelings which we ourselves may have 
had at one time or another. 
Regarding the bank itself, it has been discovered 
that people look at the physical appearance and location of 
the bank with varying degrees of distaste, approval, or 
indifference.21 
The question may be raised, "Why do banks look like 
banks?" With the advent of banking, another business was 
also started in competition -- that of robbing banks. There-
fore a sturdy building was necessary both to provide actual 
protection for deposited money or gold, and also to give the 
depositor the feeling of security necessary to motivate him 
to leave his money in the bank. When the Federal Government 
entered 'the picture with the founding of the Federal Deposit 
Insurance Corporation, there was a decrease in the necessity 
for such great precautions. Electric alarm systems also 
reduced the necessity of having fort-like buildings to pro-
tect the depositors' accounts. The invention and production 
21 "Are You Putting Your Bai\k in Focus?" Richard L. Kraybill 
Banking, P. 58 and Vol. 54 #9, March 1962. 
of stronger and more reliable vaults virtually eliminated 
the possibility of the bank being broken into. However, 
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the look of banks has not changed along with the improvements 
made inside. Some of this can be accounted for by noticing 
the number of bank buildings erected each year -- relatively 
few. This fact, coupled with the bankers' feeling of conserv-
atism, resulted in the present look of bank buildings. Do 
buildings of this type actually give the public that feeling 
of confidence which bankers wish them to have? The answer 
is uncertain, and probably could not be successfully uncov-
ered even by an extensive sampling of bank patrons. Thus 
we are limited to making some suppositions and speaking in 
somewhat general language when we mention peoples' feelings 
toward fort-like buildings. By means of observation and 
exploration, we can make some assumptions which appear to 
have merit and validity. They are expressed below as state-
ments, but are open in some instances to discussion and 
further exploration. 
People no longer need a granite fronted and iron 
barred fortress to satisfy them that a particular bank is 
a safe place to deposit their money. The public is now 
rather sophisticated and, as such, they are cognizant of the 
protection offered by the various means mentioned above. 
They no longer expect armed bandits to storm the bank and 
carry away their life savings. Even if it were possible, 
the patron would still be confident in knowing that his 
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deposits are protected by the Federal Deposit Insurance 
Corporation. Is it not true that the patron of today has 
virtually nothing to fear in regard to loss of his deposited 
money? If so, we should give him credit for recognizing 
·this fact. A bank of 1963 can safely "change its face" to 
the extent that it might brighten up and remodel its dowdy 
exterior while still retaining its ever-important necessary 
air of conservatism. It has been shown by several institu-
tions that conservatism and advancement can be intertwined 
and can work together. 
BRANCH OFFICE BANKS 
One of the most important assists to the growth 
of commercial banking recently has been branch office bank-
ing. Due to the population shifts to the suburbs, many 
people find it inconvenient or impossible to get to the 
downtown area every time there is a need for using a banking 
J 
service. The need for suburban or "out of downtown" banking 
has been substantiated by its quick rise to success and its 
acceptance by the public. With branch banking, the institu-
tion is in a far more favorable position by having the 
advantage of being in several places at once, thus favoring 
it in attracting additional business. Since branch banks 
offer practically all of the services offered by the main 
offices, people can transact their business conveniently 
and quickly, while staying close to home and avoiding the 
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traffic problem of the regular business area.* 
In general, most branch offices not acquired by 
merger of existing banks now reflect the modern approach in 
buildings, thus giving the customer a feeling of belonging 
rather than of intruding. As we noted previously, banks 
generally have a rather uniform look about them. The modern, 
open look appeals to people and invites them to come in now 
and feel free to return later. No longer do they have to 
struggle with a bulky oak or iron door to enter a dark, 
dismal bank which may have the appeal of the county morgue. 
The new feeling of comfort need not make him feel that his 
money is not safe, but rather, it will probably appeal to 
him considerably more than the traditional bank building. 
He should now feel that he is looked on as a· customer rather 
than as an unwanted segment of the bank's business. He 
should now feel that his business is wanted rather than 
simply tolerated, as was the case in years gone by when 
consumer banking was not encouraged, mainly because of the 
lack of profit and the chance of risk inherent. Much 
customer satisfaction is accomplished now simply by branch 
banks. 
Another feature which is useful toward increasing 
customer and employee satisfaction and motivation is the 
introduction of background business music. This type of 
* Usually the only serv1ces not offered by all branch banks 
are those of a specialized or "custom" type. Eg ., trust 
counse lling, estate planning, etc. These may be available 
only i n the main office or l arge branches. 
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music is piped in from a local supplier to give a soothing 
and relaxing atmosphere to the office. Its success has been 
recognized in many different areas and has finally become 
accepted as a valuable factor in customer satisfaction in 
banking. 
One important part of a modern bank is the parking 
area. People can now be sure that they will have a place to 
park free while doing business in the bank, and they no 
longer run the risk of either not finding a parking space or 
receiving the city's greetings in the form of a parking 
ticket. 
A problem is encountered when trying to decide how 
much parking area is needed to serve a bank facility. Gen-
erally the amount of space left over after the building is 
erected or obtained is designated for parking. Possibly 
additional land may be purchased adjacent to the bank to 
provide additional parking. In many instances this is either 
physically impossible because of location or it is entirely 
prohibitive in regard to price. The rule of thumb generally 
followed in cities is "Allow as much space for parking as 
can reasonably be obtained". In suburban areas or shopping 
centers, the problem is not so acute and the feeling is to 
allow more than enough parking space. 
One useful aspect of the parking area is the pro-
vision usually made for drive-up banking. By means of a 
window in the side of the bank, motorists can drive up and 
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transact almost any kind of bank business without ever leav-
ing their cars. The window area is covered so that the 
customer does not have any problem in foul weather. The pro-
cedure for handling ordinary business is for the customer to 
drive up to the window, put his check or cash and deposit 
slip in a sliding drawer that the teller extends, and then 
quickly get back his receipt. The whole process usually 
takes less time than it would to walk to the bank door from 
his car. 
One bank has found the drive-up window so success-
ful that it has an office in downtown HaFtford which is made 
up only of a drive-up area. The adjoining area is used as 
a parking lot for people who must go to the bank's other 
downtown offices which are about a block away. The drive-
up and parking area utilize the location to the fullest, 
allowing customers to be served from both sides of the 
office without traffic tie-ups. (See figure following and 
picture on this page -- more information in "Approach to 
Customer".) 
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A distinctly diff erent aspect of a bank ' s i mage is 
generally its personnel. The r e sponse of many of t he employees 
who come face to face wit h t he public leaves consider~hle to 
be desired regarding the hand ling of customers. As a rule, 
tellers and cashiers are high school graduates who have some 
degree of aptitude for figures. Some are very personable, 
while all too many others may need some instruction in 
customer relations before they should be put before the public. 
Since these people are the "face" by which customers will 
judge the bank, it is necessary that they be at their best 
at all times. To accomplish this, it is recommended for a 
bank's personnel department to initiate training programs 
to mold their tellers and others who will come in contact 
with the public. It would be wise to eliminate the dour 
and disagreeable attitude of both beginning and experienced 
personnel by adoption of a sales oriented, customer pleasing, 
training program. 
A western bank has recognized the need for courtesy 
and efficiency and has started measuring the quality of 
service by mail questionnaires to consumers. Another way 
that this bank plans to increase its effectiveness is by 
reducing employee turnover. Employees will find that this 
program will be beneficial to them as well as to the bank 
since they will receive additional compensation based on 
both courtesy-effectiveness and years of service.22 
22 Raymond H. McEvoy, Bank of ~~erica 
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Services and Costs -- tt!n very few instances do 
people really know what they want, even when they say they 
do."23 To a degree, this lack of consumer preselection or 
original thinking operates as an advantage in the respect 
that people tend to remain content as long as their banking 
services are fairly well administered. Generally, people 
do not go looking for ~ services -- just for better opera-
tion of existing offerings. When a new service is introduced 
it is either accepted or rejected by the public. Rarely do 
they desire major modification or an entirely new service. 
This phenomenon acts to some degree of advantage to the bank. 
However, the way that some bank services are admin-
istered creates a considerable amount of customer dissatis-
faction. Much of the unhappiness stems from errors made by 
the bank, which are especially prevalent in checking accounts. 
Common areas of error include: 
1. Deposits credited to the wrong account. 
2. Checks charged to the wrong account. 
3. Errors made in figuring account balances. 
The main reasons for these errors include incompet-
ent, poorly trained, or careless personnel, and very often 
employee fatigue. Banks hope to eliminate all or most of 
this type of error by the use of magnetic ink coding of 
checking and deposit tickets. The customer's account number 
23 Advert~s~ng Age, The H~dden Persuaders, Vance Packard,P.8 
Pocket Books, Inc., New York 
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is printed on the face of the check or deposit ticket and is 
read electronically by machine when being recorded, thus re-
ducing the possibility of error. Through methods such as 
this, banks hope to increase customer satisfaction, and at 
the same time reduce costly errors. 
Some recently introduced chargeable services can 
be expanded above and beyond their original purpose. For 
instance, the Bank of America now uses . its Bankamericard not 
only as a widely accepted charge card in California but also 
as identification for free check cashing in any of its 800 
branches. This has been set up on the assumption that a 
person has already established good credit when obtaining 
the card, thus he is a good risk for check cashing. A 
holder of a Bankamericard can also be granted a small loan 
instantly at any office simply by using his card. These are 
just two ways in which banks can further serve their custom-
ers by expanding on already established services. 
The one strong selling point that one bank may have 
over another institution will be the specialists involved in 
the administration of the banking services. For example, a 
bank may establish itself as having the finest investment 
counsellors in the area. This is something that cannot be 
compensated for by any competing advertising or public 
relations campaign. However, what many banks neglect is the 
utilization of the advantages they have, and they fail to 
recognize the value of advertising their human ass~ts. 
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Many banks feel it unethical to sound their own horns and 
emphasize strong points. Banks should realize their strong 
selling points and promote them solidly to the public, rather 
than sitting back and waiting for people to recognize them. 
In this section we have looked at bank image and 
some of the ways in which it may be enhanced to present a 
more satisfactory appearance. Needless to say, the changes 
and modifications cannot be accomplished over-night. This 
is much more involved when dealing with personnel, plant and 
the public than can come about in a matter of day or weeks. 
To successfully introduce and apply a "new" image, a bank 
must approach it by carefully planning and executing each 
minute detail. The public and personnel must become acclim-
ated to each change and progression toward the objective 
image before a new or additional part can be introduced. 
The plant must also be changed slowly, but for a different 
reason -- capital. To think of simply abandoning all old and 
out-moded offices and moving into new, modern ones would be 
not only impractical but also virtually impossible. 
However, a gradual shifting can be accomplished 
rather easily. Generally the old offices can have some 
degree of face-lifting to give them a more inviting and 
appealing appearance. Modernization of interior and/or 
exterior can be performed to give the desired look. Even 
the addition of modern, clean looking exterior illuminated 
signs can have a startling effect on the drab exterior of a 
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granite-fronted bank building for a relatively low cost. 
Interiors can be lightened and opened up by removing tellers' 
cages and applying some new paint to walls and ceilings. In 
due course, a new office may be justified to replace an out-
moded one. Then can a bank bring about an appearance that 
will make an impression on the public of the new and changing 
world of banks. 
COMPETITION 
Various other business institutions compete with 
banks for either savings or loans or both. Among those com-
peting for both savings and loans are credit unions, savings 
and loan associations, and mutual savings banks. Finance 
companies compete only in the area of loans. All of these 
must be recognized as being d{rect competition and note must 
be taken of their success. All have progressed greatly in 
the past decade or so, with a growth rate generally surpas-
sing that of the commercial bank. Loan business is vital 
to banks. Commercial banks have not shown as high a percent-
age climb as other institutions, but they do lead in auto 
loans and other loans except personal loans in dollar volume. 
(See graphs following for growth since 1951.) 
As can be seen from the graphs, commercial banks 
are the leader in two loan areas; however, "other financial 
institutions" are a long way in front of commercial banks in 
the personal loan area. The "other financial institutions" 
category includes mutual savings banks, consumer finance 
companies, credit unions, savings and loan companies, and 
other similar smaller organizations. One reason, which will 
be explored later, for the sizeable lead over commercial 
banks is that several of the above groups offer lower inter-
est charges. Another reason is that some of the companies 
will accept poorer risks than will banks. Let us look at 
each major type of competition separately. 
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Credit Unions -- Connecticut credit unions vary in 
size from $25,000,000. organizations down to much more humble 
groups. All are limited by law in several aspects. All loan 
money to members only, and have various rules about member-
ship. There is no question that a credit union loan is less 
expensive than a bank loan of any kind. The rate for a credit 
union loan cannot legally exceed 1% per month, figured on the 
unpaid balance. In addition, a reduction in interest of from 
25 to 30% is usually paid at year end to members who have 
paid on schedule. The chart below shows a typical credit 
union's charges on a $100 loan. 
Interest Charges per $100 Received bv Borrower 
1 year 
2 years 
3 years 
4 years 
5 years 
Credit Union net cost 
Bank 5% discounted 
Bank 6% discounted 
Credit Union net cost 
Bank 5% discounted 
Bank 6% discounted 
Credit Union net cost 
Bank 5% discounted 
Bank 6% discounted 
Credit Union net cost 
Bank 5% discounted 
Bank 6% discounted 
Credit Union net cost 
Bank 5% discounted 
Bank 6% discounted 
$ 4.87 
5.25 
6.38 
$ 9.73 
11.11 
13.64 
$14.68 
17.65 
21.95 
~19.80 
25.00 
31.58 
$25.10 
33.33 
42.85 
Source: Manchester Teachers Federal Credit Union 
Total Assets $500,000. 
As can be seen from the chart, credit unions save 
their members a considerable amount in interest charges, a 
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fact banks cannot deny. One reason for lower charges to the 
borrower is lower cost of operation of a credit union. Mem-
bers of credit unions will not be attracted away unless banks 
can offer a more inviting proposition to them, and at present 
they cannot. 
Credit unions also are competitive in the field of 
savings and currently pay a dividend of about 4.2%, as con-
trasted with bank interest of 3!% - 3 3/4%. What is the 
attraction for credit union members to deposit their savings 
with commercial banks? Apparentlf there is none. However, 
commercial bank savings deposits are insured up to $10,000 
per account by the Federal Deposit Insurance Corporation. 
Credit union savings accounts are not usually covered by any 
form of deposit insurance. Could this fact be a selling 
point for banks? Agreed, the interest is a fraction of a 
percent lower, but the deposit is insured and guaranteed by 
the Federal Deposit Insurance Corporation as is not the case 
with credit unions. Surely this fact, if publicized, might 
have an effect on some present or potential credit union 
depositors. This area may prove to be the weak point in 
credit union structure and allow commercial banks to benefit 
by it. Possible appeals for competing with credit unions 
and other institutions will be discussed later. 
Mutual Savings Banks, institutions practically 
indigenous to the eastern coast states, are interested in 
accepting savings deposits, and granting home mortgages and 
50 
small loans. Their rate of interest paid on savings deposits 
is (in Connecticut) 4%. Savings banks are vitally interested 
in opening new savings accounts because these are their life 
blood and make available additional money for loaning. Among 
ways used to acquire new accounts is the giveaway or premium 
promotion. For opening a $5.00 savings account, a person 
may receive a camera, pen, cooking pot, or other gift. Pro-
motions offering premiums have been successful in many areas, 
and they have produced a good number of profitable accounts 
for savings banks in Connecticut. 
The mutual savings banks cannot be ignored -- their 
size alone forbids it. The amount of money on deposit with 
the top seven mutual savings banks in Connecticut is over $12 
billions. The seven largest are shown below. 
Rank in U.S. Name Total Deposits 
December 31 2 1961 
32 Society for Savings 282,702,461 
Hartford 
36 Peoples' Savings Bank 267,582,904 
Bridgeport 
53 New Haven Savings Bank 177,741,760 
New Haven 
64 Connecticut Savings Bank 151,337,154 
New Haven 
72 Waterbury Savings Bank 132,045,728 
Waterbury 
84 Mechanics & Farmers Savings Bank 105,432,184 
Bridgeport 
85 Mechanics Savings Bank 103,746,262 
Hartford 
Source: lOO Largest Mutual Savings Banks by Deposits, 
Moody's P. a32 
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Their advertising appears in newspapers, on radio 
and television, and on billboards. The main themes are the 
4% interest rate coupled with stress on security, and the 
"mutual concept". The "mutual concept" is the method of op-
eration by which the profits (after expenses) go to the de-
positors, rather than to outside investors. This has been 
one of the selling points of Mutual Savings Banks for years, 
and many people have come to feel that they profit more from 
banks of this type. The name ''Mutual Savings Bank" in itself 
has a sound of being secure. Tying security to a good rate 
of return has been very successful for the savings banks, and 
they use this approach widely in Connecticut. Mortgage rates 
on the other hand, although usually rumored to be lower than 
those of commercial banks, are the same as commercial banks 
and savings and loan associations (5!%). These home mort-
gages are not promoted from the percentage-cost angle. The 
generally accepted method is stress on the "low cost savings 
bank home mortgage". Usually, no mention is made of the 
actual cost of the mortgage. 
Savings and Loan Associations (both state and 
federally charted) operate along a somewhat similar plan as 
the mutual savings banks. Savings and loan associations are 
allowed to accept money for deposit, grant home mortgages, 
and grant passbook-secured personal loans to members. The 
rate for a savings and loan home mortgage is St% -- the same 
as that of mutual savings banks and commercial banks. Savings 
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and loan depositors can obtain a personal loan of up to 98% 
of the amount they have on deposit with the savings and loan 
by securing the loan with their passbook. The charge for 
loans of this type is 1% higher than the current dividend 
being paid on deposits. The interest paid on deposits is now 
4%, with some savings and loans paying a bonus dividend on 
funds left undisturbed for one year or longer. The 4% rate 
is apparently a strong selling point for savings and loan 
associations, even though it is only t - !% higher than that 
paid by commercial banks. Nationwide in 1962, savings and 
loan associations experienced a gain in savings deposits of 
almost 14% according to the Federal Home Loan Bank Board, the 
regulator of the industry. 24 This shows a gain of 9.2 bil-
lion, up to 76.5 billion from 67.3 billion at the end of 
1961. 
Connecticut's~vings and loan associations adver-
tise mainly in local daily newspapers. Practically never is 
an advertisement heard on radio or seen on television. One 
reason for this may be that savings and loan associations 
cater mainly to the specific territorial area in which they 
exist and generally do not seek to solicit other parts of 
the state in which they may not have a branch office. Sav-
ings and loan associations stay mainly in one town or trading 
area rather than being widely spread out. 
24 Providence Sunday Journal Business, Finance, Industry 
Section -- March 3, 1963, P. 2. 
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Another competitor for loan business is the finance 
company -- generally of two types: consumer finance and sales 
finance companies. The consumer type is characterized by 
Beneficial, Seaboard and Public, to name a few. These are 
p~ivately-owned small loan licencees whose sole business is 
the granting of loans. In general the small loan licencee 
attracts the customer who cannot obtain a loan at a commerc-
ial bank. Reasons for this may be many -- poor credit rating, 
high number of current obligations, bad previous experience, 
etc. Refused by a bank, this customer must go to the small 
loan licencee who will, because of the added risks involved, 
charge a higher rate for the same service than a commercial 
bank. Rates, varying according to amount of personal risk 
and use of loan, can legally go as high as 36% per year. 
However, the usual range is from 9% to 20%. 
The sales finance company is best recognized by 
the public as General Motor Acceptance Corporation, 
Commercial Credit Corporation, or similar organizations. 
Many people come in contact with them when borrowing money 
to purchase an automobile or expensive appliances. Rates 
vary from about 14% on a new car to about 22% on a used car 
(actual rate). Appliance loans usually cost about the same. 
People may use sales finance companies for various 
reasons. Many may feel that when purchasing a car they must 
use the financing sponsored by the automobile dealer or 
manufacturer. In unquestioning compliance, they sign the 
54 
forms with ideas of a sparkling new car in their heads. Af-
ter some of the shine wears off, they may question what hap-
pened and regret the fact that they did not investigate 
further. Others may be talked into using a plan by the dealer, 
who is naturally partial to it s ince he receives a better end-
of-year bonus from the sales finance company. Much the same 
is the situation in the field of appliances -- lack of know-
ledge is usually the reason that people blindly use sales 
finance companies rather than banks for purchases of this 
type. 
Miscellaneous competitors for various banking 
services include: 
l. Life insurance companies for loans -- A parti-
cularly difficult business to compete with for loans is the 
life insurance company which offers loans to policy-holders 
up to a specified percentage of the cash surrender value of 
the policy. Some people feel that they are better satisfied 
with a loan on their insurance policy since it is fairly easy 
to obtain, ~t is protected, and they feel that the interest 
rate is low. Usually the interest rate .is about 4.8%. How-
ever, since life insurance coropanies are not aggressively 
engaged in the business of loaning money, most bankers feel 
that they need not recognize the companies as too much of a 
threat . Usually those who borrow from the insurance companies 
will do so rather than consider obtaining a bank loan. This 
may also be a reason for bankers feeling that insurance 
company loans are best left alone. Banks will grant loans 
against life insurance at 5% but do not actively solicit 
them. 
2'. Investments -- Brokerage houses advertise 
vigorously (but conservatively) to encourage people to en-
trust their savings to them for investment in stocks and 
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bonds. With the upsurge of mutual funds and stock purchase 
clubs, people have become more conscious of investments as a 
place for their savings dollars. More people each year place 
their "excess" money into investments, both for security and 
for possible dollar gain. What can the banker do to get a 
larger part of peoples' savings dollars? How can a 3t -
3 3/4% interest rate compete with some of the gains shown 
by common stocks? In 1962 savings deposits in the nation's 
commercial banks rose almost eight billion dollars to about 
58.2 billion, a rise of over 15%.25 Instead of emphasizing 
growth, possibly the commercial bankers might emphasize 
guaranteed security on savings up to $10,000. per account. 
Peoples' confidence in the stock market is changeable, as 
evidenced by the May 1962 decline. "Savings experts believe 
the stock market plunge of late May, as well as the higher 
interest rates available, influenced the public to put more 
money into their savings accounts."26 Possibly emphasis on 
a "no decline" theme might prove worthwhile to the commercial 
banks' savings departments. 
25 Providence Sunday Journal Business, Finance, Industry 
Section -- March 3, 1963 -- Page 2. 
26 Ibid. 
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3. Western Savings and Loan Associations -- Another 
competition to be viewed cautiously is the California savings 
and loan associations, some of which pay a dividend rate of 
from 4.3% to 4.8% per year. The reason that dividends of 
this size can be paid is that money loaned on mortgages in 
California now brings 7%, give or take ! of 1%.27 The higher 
income thus allows a higher rate to be paid for deposits. 
However, the part that is not recognized by many easterners 
who may deposit money in California savings and loan associa-
tions is that not all are insured to protect deposits. This 
means that it is possible that a depositor could lose part 
or even most of his savings in some California savings and 
loan associations. Sixty-seven percent of all savings and 
loan associations are Federally insured up to $10,000. but 
many are not adequately covered. 28 The remaining 33% offer 
varying degrees of security. Commercial Banks have a higher 
degree of security to offer the public than do one-third of 
the savings and loan associations. 
This is the picture concerning competition. How 
can banks compete more successfully? Some possible means 
and methods follow. 
27 Robert Boyce -- Manchester Savings and Loan Association, 
Manchester, Conn. 
28 Providence Sunday Journal Business, Finance, Industry 
Section -- March 3, 1963, P. 2. 
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MEETING COMPETITION 
Needless to say, banks have a difficult task before 
them when considering meeting competition for various services. 
Let us mention first what banks compete for in regard to ser-
vices. No other institution is allowed by law to offer check-
ing accounts, so commercial banks have a marketable monopoly 
here. The general areas of competition then include loans 
and savings as major areas, with minor areas including trust 
counselling and other services. 
Loan Services 
A. Home Mortgage Loans -- Banks compete with 
other institutions in the field of home 
mortgage loans: 
1. Mutual savings banks 
2. Savings and loan associations 
3. Credit unions 
By far the most competition comes from the two for-
mer institutions. The latter is usually not vigorously en-
gaged in this area of loaning there is competition, but 
it can be regarded as minimal. However, mutual savings banks 
and savings and loan associations vigorously compete for home 
mortgage loans since this field is their main form of in-
come. All three -- commercial banks, mutual savings banks 
and savings and loan associations -- offer mortgages at the 
same rates in Connecticut. Why does a person go to one 
lender rather than to another? What motivates people to use 
a particular institution? Some important factors appear to 
58 
be no more explainable than peoples' feelings. 
Feelings, beliefs, and possibly even emotions seem 
to be rather important reasons for peoples' reasons for going 
to a mutual savings bank or savings and loan association 
rather than a commercial bank. The word "savings" in both 
titles appears to carry a feeling to some people that savings 
will come about even when borrowing money. Part of the reason 
for this might be that in years past mutual savings banks 
actually did offer lower interest charges on mortgages than 
did commercial banks. The picture has changed, but peoples' 
opinions have not. Many people may first go to a savings 
and loan association for a loan because they may presently 
have money on deposit there and may be friendly with the 
personnel. 
Savings and loan associations attract considerable 
business by constant stress on the point that home mortgages 
are their main interest, and imply that rates are lower than 
are those of the commercial bank. Since savings and loan 
associations were originally incorporated for the purpose of 
cooperatively financing housing for members, people may hold 
feelings that this "specialized" institution must be going 
to save them money. The purpose of the savings and loan 
association has changed considerably since the first one 
opened its doors -- apparently peoples' ideas have not. 
Knowing these facts may be fine, but what are com-
mercial bankers going to do about this condition? Could an 
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effective advertising campaign geared to clearing up peoples' 
thinking about all three competitors be of significant value? 
Quite possibly the consumer education-type of program might 
be successfully inaugurated to win the public over to the side 
of the commercial bank. A program of this type is now being 
used on a nationwide basis in various printed media by the 
Foundation for Commercial Banks. By explaining changes and 
showing the public the true picture -- a kind of "baring the 
soul" technique -- commercial banks may find a successful 
means of competing with mutual savings banks and savings and 
loan associations. 
A program of this type could easily be carried in 
local daily newspapers and could be tied in with any radio 
or television programming used. If a bank were large enough, 
a program of news or weather on evening television might be 
an ideal place to institute the campaign. 
It must be clearly stated that a campaign designed 
to win people over to commercial banks would have to be one 
of the "propaganda" style. Distasteful as the word "propa-
ganda" may be to some, it is the necessary element to make 
the program successful. In an area where the service of one 
offerer is virtually identical to that of another, there must 
be something extra that will win the potential buyer --
fringe benefits of a sort. Quite possibly commercial banks 
might find it advantageous to sell their human assets along 
with home mortgages, stressing vital experience gained by 
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officers in dealings with commercial mortgages. The talents 
and qualifications of commercial bank mortgage officers should 
encourage potential mortgage customers that they will be in 
more able hands because they obtained a commercial bank home 
mortgage. Tied in with this area of human assets might also 
be the free consultation as to whether the purchaser is get-
ting a satisfactory buy from the point of view of price, con-
struction, economic conditions, and other variables which the 
ordinary person would not be particularly adept in considering. 
B. Other Loans --
1. Auto Loans -- By far the strongest com-
petitor for auto loans is the sales finance company. In 1961 
commercial banks were the largest auto lenders with sales 
finance companies about 20% behind them. In an $18 billion29 
market, there is an ever increasing battle to win a larger 
percentage. The banks' main selling point is lower cost of 
loans, closely followed by freedom of purchaser. Bank loans 
cost $6 per $100 on a new car, up to $8 per $100 on a used 
car. In percentage, these rates are actually about from 12% 
to 16%. However, comparable rates for sales finance companies 
run 14% to 22%. 
To many people, the convenience of being able to 
shop like a cash customer for an auto means a great deal. 
Commercial banks offer, but possibly do not adequately adver-
tise, auto loans which may be obtained before buying a car. 
29 Moody's --Consumer Installment Credit Statistics-
P. a34 
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Once the person obtains the loan, he may shop anywhere and 
buy the brand of his choice, knowing in advance the loaner 
and the cost, rather than leaving these important facts to 
be relegated to a secondary position to be deter~mined after 
the car is purchased. 
Banks might use a program not unlike the one sug-
gested above for their handling of auto loan competition. In 
addition to this, advertising might also be tied in at point 
of purchase -- the dealer's showroom. In this manner, the 
purchaser would have a choice between the sales finance com-
pany which is sponsored by the auto manufacturer or the 
commercial bank. 
Two particularly successful approaches that have 
been used are the paper floor mat and the golden key promo-
tions. In the former, banks supply cooperating dealers 
with paper floor mats for all cars on display. These are 
printed with a slogan, and solicit the auto loan for the 
Hartford National Bank. Possibly even more appealing to the 
consumer is the program of the Connecticut Bank and Trust 
Company -- the golden key. With each auto finance loan, 
the customer receives a golden ignition key to fit his new 
car as a gift of the bank. Both of these approaches have 
had good success. Could they have been even better by addi-
tional publicity and promotion? 
2. Personal Loans This area is one in 
which the commercial bank is by far not the leader; in fact, 
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the commercial bank comes in a poor second -- about 40% behind 
the "specialists". Into this leading group fall all of the 
following: 
A. Consumer finance companies 
B. Credit unions 
C. Mutual savings banks 
D. Independent loan companies (similar to 
"A") 
E. Savings and loan associations (limited 
a; to amount) 
All (except the savings and loan associations and 
credit unions*) can grant loans to anyone they choose. Of 
the others, the most stringent in regard to granting loans 
is the mutual savings bank. Part of the reason for this is 
the need to protect the funds of the depositors. The con-
sumer finance companies have no such responsibility since 
their loanable funds do not come from deposits. Many are 
privately owned and others are stock companies which are 
investor-owned. Finance companies also usually have a par-
ticularly adept staff of collectors who keep losses rather 
low. The additional risk and expense incurred by finance 
companies is absorbed by higher interest charges paid by 
the borrower. 
How can the commercial bank compete? Perhaps a 
theme to stress might be "one-stop banking" or "all banking 
* Cred1t un1ons loan only to members -- usually those 1n a 
certain common profession or trade, living in a particular 
area, or sharing some common bond can become members. 
Savings and loan associations can loan up to 98% of the 
amount a person has in his savings passbook on a personal 
loan. 
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business under one roof". By emphasizing rates and conveni-
ence, commercial banks may be able to attract additional 
customers who had previously used mutual savings banks. What 
about competition with consumer finance companies? Does the 
commercial bank want the type of customer who patronizes 
finance companies? Certainly, if he is a good risk, the bank 
wants him~ Possibly showing comparable rates for loans with 
finance companies and commercial banks along with an appeal 
aimed at the good credit risk who now uses a finance company, 
the commercial banks may attract additional profitable cus-
tomers and increase their share of this $12+ billion market. 
It is questionable whether commercial banks could ever 
actively compete with finance companies for loans, since the 
bank's rates would have to be raised to cover the additional 
risk. This increase would be a direct opposite to present 
bank image and would not be compatible. 
3. Miscellaneous Loan Competition Life 
Insurance Companies -- Some degree of competition for loans 
is experienced from life insurance companies who grant loans 
on life insurance policies. This competition is not open 
and active but still remains in the picture. How can com-
mercial banks compete with a silent, non-advertising competi-
tor without making the public more cognizant of the existence 
of this type of service of insurance companies? Even if 
commercial banks try to win people over, will they change 
and use commercial banks' loan facilities or will more 
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people borrow on their life insurance? One cannot say defi-
nitely what should be done, but for the present it would 
appear that more benefit can be gained by aiming at other 
forms of competition and leaving well enough alone in the 
field of life insurance loans. 
Savings Deposits 
"The war that everybody won" may be the para-
doxical title applied by historians to 1962's battle for 
savings deposits. 30 The three major competitors (commercial 
banks, mutual savings banks and savings and loan associations) 
all showed increases in deposits of from 8% to 15% -- the 
higher figure being that reported for commercial banks. 
Credit union figures are not included for two main reasons 
they are not yet available and they do not represent a 
significant enough portion to really count. However, for 
the purposes of this study, they shall remain as competition. 
How can the commercial bank compete with these 
other institutions for savings deposits? Perhaps treating 
them as a group will make the discussion less complicated. 
The situation confronting the commercial bank in regard to 
savings deposits is not unlike that of loan competition 
if both services are equal, you must sell fringe benefits. 
Ho~1ever, savings deposit interest is not equal, with com-
mercial banks falling short by i%. What have commercial 
banks to sell then? How about security? Savings accounts 
30 Providence Sunday Journal -- Business, Finance, Industry 
Section -- March 3, 1963 - P. 3 
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in commercial banks (and mutual savings banks) are insured 
up to $10,000 per account. More than sixty percent of the 
savings and loan association deposits are insured by another 
federally controlled agency for the same amount; hence little, 
if any, definite advantage is recognized in this area. 
1~ere does the commercial bank's advantage lie? 
What is to be the successful advertising or promotion cam-
paign? One development in this area, and a possible solution 
to the complex problem, is the Foundation for Commercial 
Banks, a cooperative advertising venture operating from 
Philadelphia. About 45% of all commercial banks are members, 
representing 70% of total commercial bank deposits. Through 
national advertising, the Foundation seeks to meet the com-
petition from other financial institutions mainly mutual 
savings bank~ and savings and loan associations. It seeks 
to project to the public an image of the banker as a friendly 
person, one easy to know and who is vitally concerned with 
the welfare of individuals and families. At the same time, 
the advertising builds an identity for commercial banks as 
separate from other organizations while also seeking to show 
their importance to individuals, the community, and the 
nation. 
One feature which may have some bearing on the 
success of this promotion technique is its tone and ap-
proach. Rather than knocking competition, the ads stress 
their own services. One strong appeal is the ttall banking 
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services under one roof" or convenience type. This is one 
factor which commercial banks have that no other institution 
has to offer. The ads make the reader cognizant of the 
fact that, even though savings interest may be slightly lower, 
it is more beneficial to the customer to do all of his bank-
ing with one institution. (Typical ads appear in the 
Appendix.) Stress is laid upon the "extras" available to 
the commercial bank customer -- trust advice, income manage-
ment counselling, credit references, ease of borrowing 
money, etc. 
A pilot study of depth interviews in New York City 
shows the following encouraging results. 
1. A "significant percent" have seen and remember 
the Foundation's advertising. 
2. Its advertising is doing better in terms of 
visibility with the public than competition's. 
3. Public attitudes seem to improve materially 
toward commercial banks even in areas not 
covered by the Foundation's advertising.31 
All in all, the Foundation for Commercial Banks 
appears to have significant value to justify and encourage 
its existence and expansion as a means of competing with 
other financial institutions. 
Miscellaneous Competition for Savings Deposits 
1. Investment opportunities qualify as competitors 
for commercial bank savings deposit prospects. How can com-
merc ial banks' 3t - 3 3/4% return compete with higher profits 
31 "Foundation for Commercial Banks" -- Clearing House --
by Geo. Goodwin -- Vol . 46 #3 - Dec. 1961. 
in stocks? Counselling and advice are offered by both the 
commercial bank and the investment broker and both have 
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highly skilled and experienced personnel on their staffs. 
What, then, can be a successful approach to investment compet-
ition? If it is felt that the competition from investment 
brokers is large enough to warrant a specific campaign ori-
ented in that direction, one possible approach would be to 
stress security and guaranteed growth (at 3t - 3 3/4%), but 
limiting the advertising to that area. Quite possibly, how-
ever, it would be wiser to let the advertising be of the 
type mentioned under the heading of Savings Deposits. 
2. California Savings and Loan Associations 
At the present time, some California savings and loan associ-
ations are advertising in eastern newspapers to gain deposits. 
The rate offered is an attractive 4.8% if the funds are left 
undisturbed for over one year. However, the part of the pic-
ture which is not seen by many people is that many of these 
advertising savings and loan associations fall into the 40% 
of the associations either totally uninsured or, more likely, 
covered by private insurance which is all too often inadequate 
to guarantee security for the depositor. Other California 
savings and loan associations on the other hand are covered 
adequately by insurance. If a campaign were deemed useful 
(and that appears unjustified) it would have to be an 
"educational-type" which might point out the fact that some 
savings and loan associations are risky depositories, but 
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certainly could not condemn all or even suggest that all 
might be unwise choices. Considering the dollar volume of 
competition, it appears that a specific plan to compete with 
these institutions would be unwise and would not justify the 
expense and planning necessary. 
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SUMMARY 
We have looked at length into commercial banks, 
their marketing approaches, their competition, &1d ways that 
progressive banks both in and out of Connecticut attack 
similar problems. Different means are shown of handling the 
same problems; the results vary according to method used, 
area, and administration. There can be no single right 
answer to the question of marketing banking services, any 
more than there can be one right way of marketing any given 
product. The banker must consider many factors, . including 
size of the bank, location, population served, and competi-
tion before he can make a decision as to what approach to 
use for a particular service. He can try to gain insight 
by studying successful means used by other banks in like 
areas, but the final choice must still be one tailored to 
his specific situation. 
It is hoped that this study may prove beneficial 
and helpful to those interested in the marketing of com-
mercial banking services to the general public. 
APPENDIX 
Terminology - Services 
Terminology - Financial Institutions 
"Foundation for Commercial Banks" Advertisements 
Largest Commercial Banks in Connecticut 
(by Deposits) 
Largest Mutual Savings Banks in Connecticut 
(by Deposits) 
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DEPO SIT 
TERMINOLOGY - SERVICES 
A deposit is an amount of "funds" consisting of 
cash and/or checks, drafts, cash items, etc., 
that may be converted into cash upon collection. 
The deposit is given to the bank for the purpose 
of maintaining a credit balance with the bank. 
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FRIENDLY COUNTER A newer trend in bank lobby design, the 
LOAN 
friendly counter is an open counter where 
depositors and customers of a bank may transact 
business with the teller. The counter has no 
grille work other than a gate that the teller 
may open for the customer to pass large packages 
over the counter. 
A business transaction between two legal entities 
whereby one party (lender) agrees to "rent" funds 
to the second party (borrower). The fee for rental 
of the funds is called interest. 
LOAN LIFE INSURANCE A form of insurance offered by vari-
ous lending agencies which insures liquidation of 
the unpaid balance of the loan upon the death of 
a designated primary responsible party to the loan. 
¥AIL DEPOSIT A deposit received by the bank from a deposi-
tor through the mail rather than over the counter. 
Many banks are using this to reduce lobby activity 
and to encourage the depositor who is unable to 
visit the bank frequently. 
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MORTGAGE A mortgage is an instrument of conveyance (gen-
erally of real estate) from a borrower to the len-
der. The mortgage is only a conditional conveyance 
in that the property remains with use and occupancy 
of the mortgagor as long as he lives up to the 
conditions of the mortgage. 
SAVINGS ACCOUNT An account which is deposited in a bank 
usually in small amounts periodically over a long 
period of time and not subject to check. Savings 
accounts are also known as time deposits. Banks 
use the savings account plan to encourage thrif t 
in customers. Savings accounts are usually interest 
bearing and sometimes levy a service charge for 
excess activity in withdrawals. 
TIME LOAN A loan made for a specified number of days, 
months, or years, usually for 30, 60, 90, or 120 
days. The interest is usually deducted in advance, 
in the form of a "discount". The bank cannot de-
mand payment at any time but must permit the bor-
rower the use of the money until the due date. 
TRAVELERS CHECKS A form of check especially designed for 
travelers or persons on vacation trips. Many of 
the large banks issue and sell their own travelers 
checks to customers planning such trips. The 
checks are preprinted in certain amounts, such 
as $10, $20, $50, and $100. The customer must 
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TRAVELERS CHECKS (CONT'D.) sign his name on the check when 
it is issued and must also sign when he cashes the 
check. The use of such checks protects purchasers 
from loss which might result from carrying large 
amounts of cash with them while they are traveling. 
The checks are readily accepted by banks through-
out the United States and Canada. 
TRUST BUSINESS A trust company, or a trust department of 
a bank, which settles estates, administers trusts, 
and performs agency functions for individuals, 
etc., is said to engage in the "trust business". 
Adapted from Bank Terminology, published by the National 
Cash Register Company, Dayton, Ohio, Copyright 1954 
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TERMINOLOGY - FINANCIAL INSTITUTIONS 
COMMERCIAL BANK An organization chartered either by the 
Comptroller of Currency (National Bank) or by the 
State in which it will conduct the business of 
banking. A commercial bank generally "specializes" 
in demand deposits and short-term loans,and en-
deavors to attract business mainly from comro.ercial 
and industrial customers. Most consumer business 
involves , loans, savings deposits, checking accounts, 
trust services, and other charg~able services 
readily saleable to the general public. 
CONS~mR FINANCE COMPANY (SMALL LOAN LICENCEE) Privately 
owned (or investor owned) corporation which grants 
personal loans to individuals for practically any 
purpose. 
CREDIT UNION A co-operative association organized for the 
purpose of accepting savings from its members, 
making loans to them at low interest rates, and 
rendering other financial service to its members. 
FEDERAL DEPOSIT INSURANCE CORPORATION A government corp-
oration which insures the deposits of all banks 
which are entitled to the benefits of insurance 
under Section 12B of the Federal Reserve Act. 
Every national bank, and state banks that are mem-
bers of the Federal Reserve System, are required 
by law to be members of the F. D. I. C. 
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MUTUAL SAVINGS BANK A banking organization without capital 
stock, operating under law for the mutual benefit 
of the depositors. A mutual savings bank is opera-
ted by a board of trustees. The mutual savings 
bank specializes in savings accounts, and has 
little or no commercial functions. 
NATIONAL BANK An association chartered by the Comptroller of 
Currency to carry on the business of banking. 
A national bank must be organized with paid-in 
unimpaired capital as follows: 
Population of Community 
Less than 6,000 
6,000 to 50,000 
Over 50,000 
Minimum paid in 
Capital Stock 
$ 50,000. 
$100,000. 
$200,000. 
National banks are required to be members of the 
F. D. I. c., and must purchase stock in the Federal 
Reserve Bank of their district in the amount of 
6% of their paid in capital stock and surplus. 
National banks are permitted with the consent of 
the Comptroller of Currency to operate branch banks 
if the capital stock is $500,000. or more. 
SALES FINANCE COMPANY A privately (or investor) owned 
corporation whose purpose is the making of install-
ment loans to consumer for major purchases. 
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SAVINGS AND LOAN ASSOCIATION A State- or Federal-chartered 
mutual co-operative financial institution owned 
by local individuals (and quasi-public in ftature) 
and privately managed by its members who have or-
ganized themselves for their mutual benefit and 
financial advantage. The association receives the 
savings of members and uses these savings to fin-
ance long-term amortized loans (regular periodic 
reduction of principal) to its members. 
STATE BANK A bank which is organized according to the laws 
of a state, and is chartered by the state in which 
it operates as a banking business. Many state 
banks are members of the F. D. I. C., having met 
the requirements of membership. 
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The follo~dng pages show reprints of typical adver-
tisements circulated nationally by the Foundation for Commer-
cial Banks, as well as "stuffers" put out by the same agency. 
Media used for the full-page ads include: 
Reader's Digest 
Time 
Newsweek 
Sports Illustrated 
Business Week 
Nation's Business 
Scientific American 
When the advertisements are placed by local banks, the medium 
used is generally the local newspapers. 
How to keep your money i11 two different places 
Some people think it doe~n't matter 
where you keep your savings as long as 
you receive a high return. They often 
have their checking account at a Full 
· Service commercial bank and their sav-
ings in some other financial institution. 
Whether this is penny-wise or pound-
foolish depends mostly on what these 
people expect from a tinancial institu-
tion. If all they want is maximum re-
turn on their savings, it's a good idea. 
But if the y want to establish a partner-
ship which can really help them grow 
financially, it could be a serious mistake. 
People with plans prefer a 
Full Service commercial bank 
People with plans for their savings-like 
buying a house or car. sending the kids 
to college, or taking advantage of a 
business opportunity-know that there's 
one type of financial institution that 
(AND LIVE TO REGRET IT) 
can act as their partner in carrying out 
these pl ans. That 's a Full Service com-
mercial bank . This is true because a 
Full Service bank, unlike other finan-
cial institutions, can lend money for 
practically any legitimate purpose . And 
lend it at rates generally lower than 
you'd find anywhere else. 
How to make a Full Service 
bank your "financial partner" 
First, pick a Full Service bank near 
your home or work and make it your · 
financial headquarters. (You can he 
sure it's a Full Service bank if it offers 
checking accounts, savings accounts 
and all kinds of loans.) 
Get acquainted with at lea~t one of 
the bank's officers so that you know 
where you stand financi a lly right now. 
When you need some extra money, 
horrow it from the bank (instead of ] 
taking it out of your savings). This does 
two important things for you: It keeps 
you r savi ngs account intact and grow-
ing; and. it helps you establish a good 
credit reputation. 
When you're re ady for a major 
financial move, you'll find the bank 
can help you with sound advice and, 
chances are, with a low cost loan. No 
othe r type of financial institution can 
do as much for you. 
To sum up: If your future financial 
plans call for credit- to buy a house or 
car. or take a trip, or whatever- you'll 
be dollars ahead if you start doing busi-
ness with a Full Service commercial 
bank riRht now. You'll never regret it. 
-t<!.lt Your Full Service 
..A.,BANKJ.,. 
~**~ Commercial Bank 
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How to use your Savings 
to beat down the cost 
of Borrowing 
Pill your savings in a Full Service 
commercial bank. Borrow money 
from that same bank. You'll make 
the most of your money because 
you'll pay the least for your loan. 
Doing business with a Full Service 
commercial bank is a two-way street. 
The more you do for the bank, the 
more the bank can do for you. 
What can you do for a 
Full Service bank? 
Plenty! Give it your checking account, 
YLl Ur savings account, and do all your 
hurrowing from that bank- your auto 
loans, personal loans, vacation loans, 
home loans. The more business you 
give them, the better. 
In return, what can a Full 
Service bank 0o for you '1 
Again, plenty! It caa save you money. 
For instance, suppoee you need $2,000 
tn buy a car or tab a trip or help lend 
the kids to college. If you've estab-
lished a good credit reputation with a 
Full Service commercial bank- chances 
are good that yo u can borrow the 
money there at far less cost than you.'d 
have to pay elsewhere. On a $2,000 
loan, for example, you might save as 
much as $100 in interest costs. This is 
true because interest rates for loans at 
Full Se.rvice banks. are usually consid-
erably lower than at most other types 
of financial institutions . 
For another example, take ho111e 
loans. Often, a Full Service bank can 
save you money because of lower fees, 
even though the actual interest rate 
may be the same as quoted by a nother 
financial institution . 
What about the lower interest 
rate on savings? 
A good point. But vulnerable. Full 
Service banks sometimes pay a little 
tess on savmp than other types of 
ftnanciaJ institutions. But suppose you 
have a $1,000 savinp account in a Full 
Service bank. Even if it earns 1 °~ less, 
this only cuts you out of $10 a year. 
Meanwhile, if you had taken advantage . 
of the low-cost loan we mentioned ear-
lier, you'd alread y be $90 ahead-and 
you'd have a good bank in your corner. 
If you're like many people, you'll 
borrow far more in your lifetime than 
you'll save . It figures that having to pay 
even a slightly higher rate on a loan 
will quickly wipe out any small gain 
you might make on your savings. 
How do you get acquainted 
with a Full Service bank? 
Very simple. Just pick one that's handy 
to your home or work . (You can be 
sure it's a Full Service commercial 
bank if it offers both checking and sav-
ings accounts plus all types of loans.) 
Then make this bank your financial 
headquarters . The rest comes easy. 
Your Full Service 
Commercial Bank 
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How to live from Paycheck to Paycheck 
(AND WONDER WHERE THE MONEY WENT) 
The most important part of family 
money management is not whether 
you barely make it from paycheck to 
paycheck but how you can keep your 
budget from collapsing when you have 
to make a major purchase. 
For example, suppose you need a 
new car or a larger house. Or suppose 
it's finally time to send the kids to col-
lege, or treat yourselves to a well-earned 
trip, or take advantage of a business 
opportunity. Can you swing it? 
Often the answer depends on whether 
you're established with the right kind of 
financial institution so you can borrow 
a large sum of money. And borrow it 
at rates you can afford. 
Where is the best place 
to borrow money? 
A Full Service commercial bank has two 
distinct advantages over other finan-
cial institutions. First, it is not confined 
to making just a few types of loans. 
A Full Service bank can make loans for 
practically any legitimate purpose you 
can name. And, second, interest rates 
on loans at a Full Service bank are gen-
erally lower than you'll find elsewhere. 
This means that when you do business 
with a Full Service bank, you have one 
source for all your loans. A source 
that, more often than not, will save you 
dollars and cents in interest costs. 
Getting this kind of service from a 
Full Service commercial bank is a lot 
easier than you might think. All you do 
is follow this plan: 
1. Pick a Full Service bank near your 
home or work. (If it offers checking ac-
counts, savings accounts and all types 
of loans, it's a Full Service bank.) 
2. Make this bank your financial head-
quarters. Give it your checking ac-
counts, your savings accounts, and all 
the loans you may need. 
3. Get to know at least one of the 
bank's officers so that you know where 
you stand financially right now. A good 
way to do this is to fill out a Person al 
Financial Statement for his files. 
4. When you need some extra monc~ . 
borrow it from the bank instead of taJ.. -
ing it from your savings. This wa,·. 
you'll keep your savings account in -
tact, and you'll also build a solid crcJJt 
reputation with the bank. 
Soon, you'll find you have a priccle~' 
working relationship with the bank. a 
relationship you can count on when -
ever you need sound financial counsel 
and low interest loans to help you 
achieve your family's goals. 
Get to know your banker 
before you need him 
For the sake of your financial future, 
start doing business with a Full Service 
commercial bank now. 
Your Full Service 
Commercial Bank 
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Why go P~ople with Pl~ns 
choose a Full Service bank for their savings? 
Even thouRh th ey sometimes earn less 
interest, millions of people save exclu-
sil·ely at Full Sen ·ice commercial 
banks. Are they crazy? Or do they 
know something you ought to know ? 
P eople who are wise enough to save 
money usually fall into two groups . The 
fir st is simply "sav ing up for a rainy 
day. '' They ha ve no definite plans for 
their savings. They figure it doesn't 
matter where they put it as long as it 
brings a high rate of return. 
The seconu group is made up of 
people wirh plan1·. After they've saved 
enough money. they plan to do some 
of the following things : 
• Buy a new car, refurnish the living 
room, send the kids to college, or take 
an extended vacation 
• Buy or build a home, or add improve-
ments to their present home 
• Buy a piece of investment real estate 
(an apartment, a commercial building, 
a farm) 
• Start a business of their own or buy 
into an existing company 
If you fall into this second group 
(and you do even if you've only thought 
about such plans), here 's a suggestion 
that could mean the difference between 
success or failure: After you've saved 
up your nest egg, there's one type of 
financial institution that can act as 
your financial parrner in helping you 
carry out any of your plans. That 
financia l partner is a Full Service 
commercial bank . 
For example: If you want to buy a 
home or a piece of income property, 
there are at least four places to get the 
first mortgage money, including your 
Full Service bank. Your bank is often 
the least expensive (not only in interest 
but in loan fees and the like) . 
Or - if you want to buy a new car 
or take a trip, you'll find that your Full 
Service bank can go right along with 
you by providing an auto or travel loan 
at interest rates generally lower than 
you would pay elsewhere. 
Or -i f you want to go into business 
for yo urself, the bank can help you 
in two ways. First, with good advice. 
based on experience. Second, if your 
proposition looks promising, the bank 
can help with a commercial loan. 
Unlike other types of savings in~t i-
tutions, a Full Service commercial bani-
is really a kind of "financial depart -
ment store," dispensing money not jw.t 
for one or two types of loans but for 
practically any legitimate venture rhar 
shows promise . Since it is ·a Full Serv-
ice bank, it can offer every banking 
service from small checking account' 
to huge industrial loans. 
Why start with a Full Service 
commercial bank? 
At this point, you might ask : "Wh y 
can 't I keep my savings where I get 
the most interest, and then, when I'm 
ready to act, call on a Full ServicL· 
bank for help?" 
The answer is: You can. But you 
won't get the preferred treatment you 
could expect if you were an estabh,hed 
customer. Like any business, a bani-.. 
can do more for its established custom-
ers than for someone who just walks 
in off the street. You've heard that the 
more business you do with one ban k 
-the more the bank can do for yo u. 
This is true . 
We're prejudiced, but it stands to 
reason that if your plans require conl-
plete banking service, you'd be a lot 
better off if you got your savings ac-
count-and all the rest of your banking 
business-into a Full Service commer-
cial bank. The sooner the better. 
l 
Your Full Service j 
Commercial Bank. 
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Why do more people save 82. 
at Full Service Commercial Banks 
than anywhere else? 
(BECAUSE IT HELPS THEM BUILD THEIR FINANCIAL FUTURE. READ HOW.) 
{ost people choose one of these three 
laces for their savings: 
A savings and loan association, which 
1ay pay a little higher return on sav-
lgs, but is engaged mostly in making 
orne loans. 
A mutual savings bank (common in 
1e East), which also may offer a little 
igher earnings but is-again-involved 
imarily in making home loans. 
A Full Service commercial bank, 
hich sometimes pays a little less on 
lVings than the other two. (We'll talk 
out their loans later.) 
Despite this apparent disadvantage, 
u/1 Service banks are America's most 
opu/ar place to save money. You have 
robably guessed why. 
'eople with plana prefer a 
'ull Service commercial bank 
r niikc Qlbu 1eew:w in¥itWioo•, EuU 
ervice COIMINr'CiU beDb are not re-
icted to makiq ODiy a few t)'l* of 
tana. On the ~. they can offer 
loans and other services that no other 
institution can duplicate: checking ac-
counts, savings accounts, trust services, 
home loans, personal loans, auto loans, 
farm and business loans- full banking 
services and counsel, all under one roof. 
How do you get established 
with a Full Service bank? 
Just do three things: 
1. Do all your banking business with 
a Full Service bank, both checking and 
savings accounts. Keep these accounts 
active and try to maintain fairly rea-
sonable balances. 
2. Get acquainted with one or more of 
the bank's officers so that you know 
where you stand financially right now. 
A good way to do this is to fill out a 
Persona! Financial Statement for the 
bank's file . Your banker can help you 
with this. 
l. lJie. .. of abe beftk.+low COlt loafta-
wbeoever you need a little extra cub. 
Payina the loan back as promised will 
do wonders for your credit reputation. 
The rest comes naturally 
Pretty soon, you'll find "they know you 
at the bank." And you'll find, too, that 
they're ready to help you grow finan-
cially in a dozen different ways-
through advice on how to manage your 
income to credit references and a good 
credit rating. 
Most important of all, they're ready 
to help you by lending you money at 
low bank rates for any useful purpose. 
The slightly lower earnings you may get 
on your savings are usually more than 
offset by lower rates on loans. In short, 
many people do their saving at a Full 
Service commercial bank so they can 
do their borrowing easier and Jess ex-
pensively from the same bank. 
If you haven't already decided on a 
Full Service bank as your "financial part-
ner," it isn't too early to start right now. 
ill'! Your Full Service 
..... Commercial Bank ·~· 
How to ask your bank for a Nice Big Loan aJ 
(AND BE REASONABLY SURE OF GETTING IT} 
If you ever hope to get rich (or even 
comfortably fixed), the logical thing to 
do is to learn how to borrow money. 
And where. Like many other things that 
are important, learning about money 
takes some intelligence, some practice , 
some skill- and, often, some help . 
There's no magic, and luck doesn't 
have as much to do with it as many 
people would like to think. 
The best place to borrow is at a 
Full Service commercial bank 
Here are six easy ways to get started: 
First. pick a Full Service commer-
cial hank that's handy to your home or 
\Hlrk. (If you have any doubts whether 
it's a Full Service commercial bank or 
not, telephone and ask them. If their 
services include checking accounts, 
~:wings accounts and all types of loans. 
they're a Full Service bank.) 
Second, give this bank all your 
hanking business. (This includes your 
checking and savings accounts, any ac-
counts your wife may have elsewhere. 
The more business the better.) 
Third. get personally acquainted with 
o ne of the bank's officers. (Tell him 
yo u want to build a good working rc-
latiomhip with his bank because some-
day yo u might want to borrow a lot 
of money.) 
Fourth, fill out one of the bank 's 
Personal Financial Statements. (They'll 
1-.cep it confidential and it will show 
them that you are deadly serious about 
hui!Jing your net worth.) 
Fi/rh. keep your savings account ac-
tilc anJ growing with regular deposits 
tc 1cn if they're small) and try to main-
ta in some kind of a reasonable balance 
tn J'l' Ur checking account. 
Last. borrow a little money for some 
l'<lrl h" hilc pur~ ['i}' iJ ~ O!.l 
-.c hedule. Then borrow IC)me more. Pay 
that back on ...... Then borrow 
~ome more. (You Jill the picture.) 
Get to know your banker 
before you need him 
Almost before you realize it. you' ll 
find that you hav e ear ned yourse lf a 
priceless banking relationship. a rela-
tionship that's built on a reputati on for 
borrowing and pa ying back exactly as 
promised . This could be yo ur most 
precious asset. Guard it zealous!). 
Now, when you're ready to go into 
business for yourself or buy a piece of 
income property, come in and sec your 
banker again. (He's probably a good 
friend of yours by now.) 
Itt ~ £i_ve.._ )".QU. ..il Jut of s.ound 
advice on the project's merits. Most 
imporUnt, he will now be a lot more 
inte~ ia llndins you larp sums of 
monc ~ - of ten at interest rates lower 
than vou"d get any1\hcre else. Wh at 
you have done. of course, is to estahli~h 
enough c redit so that you now have a 
bank th at knows you a nd is \\illing to 
work with you. \\ 'hat's more, your pre-
cious sav ings arc still int act and you're 
doll<~r> ahead in the lo ng run. 
Sound logica l"' For the sake of 1·our 
fin ancia l future. ge t -.tartcd \\ ith :t Full 
Service commercial hank i111111ediatdr. 
You ' ll never regret it. 
Your Full Sen·icc 
Commercial Bank 
How to tell the difference between r 
a Full Service Bank and all those other "banks" 
(AND WHY IT WILL PAY YOU TO KNOW) 
Viewed from the sidewalk, most finan-
cial institutions look pretty much alike. 
But once you look behind the doric 
columns and "Time and Temperature" 
signs, you'll find a difference. Doing 
something abOut this difference can 
save you cash money. It might even 
speed your financial growth. It will cer-
tainly enhance your credit reputation. 
You see, different financial institu-
tions do different things. Some take in 
savings and make real estate loans. 
Others make mostly personal and auto 
loans. But there is one kind of insti-
tution which, by law, does all of these 
things, and more. We're talking about 
a Full Service commercial bank. 
A Full Service bank is a sort of 
"financial department store," capable of 
performing a wide variety of functions. 
It is not limited to savings and a few 
types of loans. It can accept both check-
ing accounts and savings deposits, and 
can make home loans, personal loans. 
auto ~ tnwllous, buainellloans, 
as well aa loau for practically any 
other leal' I 11 JNri'C* you caa name. 
A J< 
Why concentrate on a 
Full Service commercial bank? 
The kind of people who have made the 
most of their money take all of their 
money matters to one place. They rely 
heavil y on the personal counsel that 
one Full Service bank can give them . 
In addition to any checking accounts 
in the family, they put all their long-
range funds into a savings account. 
(This savings account may earn a little 
less than in some other places but it's 
worth a lot more, as you will see.) 
They make a point of getting to know 
at least one of the bank's officers 
and they have their Personal Financial 
Statement on file with him. 
When they need money to buy a car 
or take a vacation, they borrow it from 
the bank. leaving their savings account 
intact and growing. Having this savings 
account assures them favorable treat-
ment in getting a loan. Paying it back as 
promised enhances their credit reputa-
tion. (The low rate lbat Fun Service 
commercial banks offer on loans umally 
far ovenhadows the sometimes llilhdy 
o~ 
lower rate of interest paid on sav ings .) 
What's more important. they are build-
ing their reputation fo r the time when 
they might need a ~izeable loan -for 
buying a home. sending the kids to 
college, tak ing advantage of a new 
business opportunity. 
Get to know your banker 
before you need him! 
If your money affairs are scattered all 
over town , take advantage of the one-
stop benefits of a Full Service com-
mercial bank. Let your checking and 
savings accounts be an introduction 
to the partnership benefit s of a Full 
Service commercial bank. There is a 
difference between a Full Service bank 
and all those other "banks.·· It will 
profit you to put that difference to 
work for you. The sooner the better. 
Your Full Service 
Commen:ial Baffk 
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How much 
do you know 
about Money? 
Thle little True-False teet might 
prove profitable-try it. 
I. "Never keep all your money in one 
place. It's wiser to spread it around, 
with your checking account in one 
place, your wife's in another, and your 
savings still somewhere else." 
True ( ) or False ( ) 
2. "Never get too confidential with a 
banker. Your finances are your own 
business and the less he knows about 
them, the better." 
True ( ) or False ( ) 
3. "You're better off never borrowing 
any money." 
True ( ) or False ( ) 
4. "If you do have to borrow, and it's 
for several different purposes (home 
loan, auto loan, personal loan, etc.), 
never do all your borrowing from the 
same place." 
True ( ) or FalM ( 
The Answers? 
You probably recognized that if you 
answered "TilUE" to any one of these 
statements, you're wrorag. They're all 
FALSE., ... ~II 1•1 ..wiiiJ.; 
I . If you ..,._. JIIM' 8CCOUOtl all OYer 
town, you're not as likely to become an 
important customer at any one place. 
With both a savings and checking ac-
count working for you at one and the 
same Full Service commercial hank, 
you have the edge when it comes to 
asking for a loan to buy a car, take a 
trip or even start a business. (Full 
Service banks make all types of loans, 
you know, and usually at lower rates.) 
2. The more your bank knows about 
you, the more it can help you grow 
financially- through counsel, through 
credit references, and (most important) 
through loans. That's why Full Service 
commercial banks are in business. 
3. Borrowing money is not naughty, 
your forefathers to the contrary. In 
fact, it's financially foolish not to bor-
row if you can invest the borrowed 
money to make more money. A bank 
loan is often a shrewder move than 
dipping into your savings. 
4. By doing all your borrowing - and 
all your other banking business- with 
a Full Service commercial bank, you 
wtH eent apeeiaj lreat!Mitt IMt ~ 
result in a more advantaFOUS loan. 
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How do you Nget started" with 
a Full Service bank? 
Pick a Full Service bank near your 
home or office. (Unlike many finan-
cial institutions. a Full Service bank is 
one that offers checking accounts, sav-
ings accounts, a ll types of loans , etc .) 
Open both a checking and a savings 
account, and try to keep them active 
and growing. (While you're there. get 
to know some of the bank officers and 
ask them to help yo u prepare a Per-
sonal Financial Statement.) Then , 
from time to time , borrow a little 
money for some legitimate purpose . 
Summing up , it appears that if 
there's any secret to "knowing about 
money," it's simply to get to know 
your banker before you need him and 
then use him for all he 's worth. A 
responsible relationship with a Full 
Service commercial bank is the best 
financial and personal reference you 
can have. Why not get started now? 
Your Full Service 
Commercial Bank 
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If you're a Person 
with Plans ... 
choose a 
commercial 
bank 
for your savings 
Even though they sometimes 
earn less interest, millions 
of people save exclusively at 
a Full Service commercial 
bank. Are they crazy? Or do 
they know something you 
ought to know? The answer is: 
they're people with plans 
-after they've saved enou&h 
money, they plan to do things 
with the money. 
continued on 
other side 
Do you keep your money in two different places? 
' 
If you keep your savings in some other 
financial institution, you may be losing one 
of the big advantages to be gained by doing 
all your business with our Full Service 
commercial bank. 
Take loans, for example. Unlike other 
financial institutions, we can lend money 
for practically any purpose and often at 
lower rates. When you need some extra 
continued on other side 
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The following tables are included to show the 
size of Connecticut's commercial banks and mutual savings 
banks. Comparable figures are not available for credit 
unions and savings and loan associations. 
~I 
THE LARGEST BANKS IN THE STATE OF CONNECTICUT, BY DEPOSITS 
DECEMBER 31, 1961 
SIZE IN 
u. s. NAME DEPOSITS 
72 Hartford National Bank and Trust $464,614,090 
77 Connecticut Bank and Trust 441,361,582 
166 Connecticut National Bank 194,725,008 
173 Fairfield County Trust 186,194,529 
193 National B & T of Fairfield County 163,876,813 
210 City Trust Company 150,454,747 
214 First New Haven Trust Company 146,932,397 
88 
THE LARGEST MUTUAL SAVINGS BANKS IN CONNECTICUT, BY DEPOSITS 
DECEMBER 31, 1961 
SIZE IN 
U. S. NAME 
32 Society for Savings 
36 People's Savings Bank 
53 New Haven Savings Bank 
64 Connecticut Savings Bank 
72 Waterbury Savings Bank 
84 Mechanics and Farmers Savings Bank 
85 Mechanics Savings Bank 
DEPOSITS 
$282,702,461 
267,582,904 
177,741,760 
151,337,154 
132,045,728 
105,432,184 
103,746,262 
Adapted from Moody's Bank and Finance Manual, 1962, Pages 
a30-a32, Lists of Largest Bariks in U. S. and Largest Mutual 
Savings Banks in u. S. 
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